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FOREWORD 
The turbulence in the business environment and the ever-changing 
needs of consumers make it desirable to have a maze of texts that equip 
the students and sharpen the skills of the practitioner. This is why this 
book has come to fill a gap. 
I was privileged to peruse through the chapters and niy impression is 
that this book has surfaced at the appropriate time to address the 
segmented quagmire in the business environment occasioned by 
economic refonns, competition, and changing consumer needs. 
The aim of this book, to my mind, is to pr~de a modem and basic text 
for beginners in business studies in the Universities. The book also 
takes into account the needs of students preparing for professional 
examination in marketing and related disciplines. The interest of the 
practising manager who constantly needs to refresh and update his 
knowledge is also covered in this book. 
While I commend the zest of the authors in recognizing the need for a 
book of this nature, I encourage those who have a need for a reliable 
marketing text to avail themselves of the opportunity offered by this 
book. 
iii 
Prof I. C. Achumba 
(Professor ofMarketing) 
HOD. Dept. ofBusiness 
Administration 
University ofLagos. 
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• THE 
BOOK 
Apart from training people to succeed in establishing, maintaining and enhancing long-term customer relationship, at a profit, marketing seeks to make people 
become enlightened consumers irrespective of their ultimate 
location in life. In other words, marketing is a discipline 
designed to equip the practitioners and develop critical 
consumers capable of making full use of the resources at their 
disposal. 
Building on this fundamental focus, this text articulates the 
basic theories and practical rules, which help the student 
develop analytical approach to the study of marketing in 
preparation for further studies. The practitioner will also 
discover that the text puts at his fingertips the 
techniques and processes necessary for a giant 
stride in all marketing operations. 
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